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Jenis kendaraan yang paling banyak digunakan oleh masyarakat Indonesia 
yaitu sepeda motor. Faktor yang mendukung masyarakat dalam menggunakan 
kendaraan sepeda motor yaitu dikarenakan harga pada kendaraan mobil yang cukup 
terbilang mahal dan lalu lintas yang semakin padat. Akibatnya, telah terjadi 
pembengkakan yang cukup signifikan pada jumlah kendaraan sepeda motor. 
Kendaraan sepeda motor memiliki 3 tipe yaitu Underbones/ Cub (bebek), Sport, 
dan Scooter. Tipe Scooter telah mendominasi pasar di setiap tahunnya. Berbeda 
dengan kedua tipe lainnya yang sudah mulai terus mengalami penurunan. Akan 
tetapi, perusahaan sepeda motor tetap mempertahankan kedua tipe tersebut. 
Dalam penelitian ini, peneliti menggunakan variabel Perceived Usefulness, 
Perceived Risk, Perceived Price, dan Perceived Value yang dapat mempengaruhi 
Purchase Intention konsumen terhadap Motor Bebek Honda. Analisis data pada 
penelitian ini menggunakan Structural Equational Model (SEM) dengan 
melibatkan 123 responden yang telah lulus screening dengan ketentuan penelitian 
yaitu responden yang mengetahui motor bebek Honda, pernah mengandarai motor 
bebek Honda, pernah menggunakan motor matic, akan tetapi belum pernah 
melakukan pembelian pada motor bebek Honda sebelumnya. 
Berdasarkan hasil data penelitian yang telah diolah, penelitian ini 
menunjukkan bahwa Perceived Usefulness memiliki pengaruh positif terhadap 
Perceived Value, Perceived Risk memiliki pengaruh negatif terhadap Perceived 
Value, dan Perceived Value memiliki pengaruh positif terhadap Purchase Intention. 




Perceived Price terhadap Perceived Value. 
 
Kata Kunci: Motor Bebek Honda, Perceived Usefulness, Perceived Risk, 






The most common type of vehicle used by the people of Indonesia is a motorcycle. 
Factors that support the community in using motorcycles are because the prices for cars 
are quite expensive and the traffic is getting denser. As a result, there has been a significant 
increase in the number of motorcycles. Motorcycle vehicles have 3 types, namely 
Underbones/Cub (duck), Sport, and Scooter. The Scooter type has dominated the market 
every year. In contrast to the other two types, which have begun to continue to decline. 
However, motorcycle companies still maintain both types. 
In this study, researchers used the variables of Perceived Usefulness, Perceived 
Risk, Perceived Price, and Perceived Value that could affect consumer's Purchase 
Intention to Honda Duck Motors. Data analysis in this study used the Structural Equational 
Model (SEM) involving 123 respondents who had passed the screening with the provisions 
of the study, namely respondents who knew Honda motorcycles, had ridden Honda 
motorcycles, had used automatic motorcycles, but had never made a purchase on a 
motorcycle. Honda duck before. 
Based on the results of research data that has been processed, this study shows 
that Perceived Usefulness has a positive influence on Perceived Value, Perceived Risk has 
a negative influence on Perceived Value, and Perceived Value has a positive influence on 
Purchase Intention. However, there is one hypothesis that does not have a relationship 
between the Perceived Price variable and the Perceived Value. 
Keywords: Honda Motor Bebek, Perceived Usefulness, Perceived Risk, Perceived Price, 
Perceived Value, and Purchase Intention. 
 
 
